Introduction
Within both the academic and business environment, the premise that customers' satisfaction determines behavioral models that positively influence business results is accepted. The marketing literature consequently identifies customers' satisfaction as a key-factor for loyalty and re-buying goods and services from organizations.
In the marketing literature, customer satisfaction is an important determinant of the profitability of a company (Luo & Homburg, 2007) . Anderson et al. (1994) , respectively Rust et al. (2002) highlight that customers' satisfaction has a positive impact on the indexes that express the financial performance of an organization. In other studies, researchers found that consumer satisfaction increases the value obtained by shareholders by increasing cash flow and reducing volatility (Fornell et al, 2006; Gruca & Rego, 2005) .
Literature Review
Customer's satisfaction main consequence is customer loyalty. On this perspective, satisfaction should be a necessary and sufficient condition to develop loyalty for a bought service. Research on the relation between satisfaction and loyalty offer various results. Some studies have identified satisfaction as being the key factor in explaining loyalty (Anderson & Fornell, 1994; Oliver & Linda, 1981; Pritchard, 1991) , while other studies suggest that customers' satisfaction is not enough to get them loyal (Cronin & Taylor, 1992; Fornell, 1992; Oliva, Oliver & MacMillan, 1992) .
According to Hennig-7KXUDX DQG .OHH VWXGLHV ZKLFK DSSURDFK WKH UHODWLRQVKLS EHWZHHQ customers' satisfaction and loyalty can be grouped into three different literature sections. The first segment comes from the literature dedicated to the management of services and it concerns the relationship on an aggregated level. These studies consider satisfaction as a customer's loyalty antecedent, which, in turn, influences the profitability of the company (Anderson et al., 1994; Heskett et al., 1994; Rust & Zahoric, 1993 ).
The second literature segment studies the relationship between satisfaction and loyalty on an individual level and it targets customer retention and his/her intention of re-buying. This second segment of literature perceives loyalty as being influenced by satisfaction, although the structure of the relationship does not seem to be symmetrical and linear (Anderson & Sullivan, 1993; Mittal et. al., 1998; Oliva et al., 1995) .
The third literature segment, the narrowest, has focused on the relationship between satisfaction and loyalty on an individual level, using data from real buying situations (Bolton, 1998; .DPDNXUD 7KLV W\SH RI VWXGLHV QRWLFHG D ZHDN RU LQVLJQLILFDQW relationship between satisfaction and re-buying behavior.
Satisfaction plays an important role in building trust, in order to maintain a relationship between the buyer and seller (Michell, Reast & Lynch, 1998; Odekerken-Schroeder, Birgelen, Lemink, Ruyter & Wetzels, 2000) . On the other hand, Singh & Sirdeshmukh (2000) make a distinction between trust that appears before the beginning of a transaction (pre-trust) and trust that appears after the transaction (post-trust). Leisen and Hyman (2004) show that both satisfaction and the length of the relationship influence trust, supporting Bitner's opinion (1995) , according to which trust is in a relationship with satisfaction along several episodes of the consumer-supplier relationship. Johnson and Grayson (2005) show that satisfaction with previous interactions adds to cognitive trust and it has nothing to do with affective trust. According to the authors, cognitive trust represents the customer's wish to rely on the competence and safety associated to the supplier, while affective trust is the faith that a partner shows in the other partner based on feelings, faith which is generated by the level of concern that partner shows in solving the consumption issue. Liang & Wang (2004) Concerning the direction of the relationship between satisfaction and trust, studies have shown that overall satisfaction generates trust (Ganesan, 1994; Selnes,1998) , and, as a result, consumer's loyalty may be increased by building a reliable image (Chiou & Droge, 2006) . Two-factor theory of customer satisfaction adapted from Herzberg 's two factor of motivation into marketing research Herzberg (1968 , in Liu et al., 2010 ) is applied to identify two categories of factors: "hygiene" factors and "satisfiers". Hygiene factors are those attributes that are expected by the customers as minimum requirements. Lack of hygiene factors will lead to dissatisfaction while having them will not necessary enhance customer satisfaction. Some general hygiene factors are credibility, delivery and accuracy. Satisfiers are those attributes that are little "extra", such courtesy and empathy (Liu et al., 2010) .
Customers' tendency to complain to sellers has been approached in the literature as a consumer mechanism to remove cognitive dissonance when the consumption experience is unsatisfactory (Oliver, 1987) . Complaints have been approached as a mechanism of removing fear and frustration and as well as a mechanism of searching for recovery in case of failing experiences.
Within the relationship paradigm, complaining behavior is a strong signal that companies should consider. It offers the organization one last chance to retain a customer, if it reacts appropriately; and, on the other hand, it represents an ethical and legitimate act towards the customer. Generally, but not exclusively, the claiming behavior is one of customer's responses to the dissatisfaction felt in the post-buying phase.
An unsatisfied customer may adopt different responses; their taxonomy needs, in the first place, a distinction between the notions of response and action (Crié, 2003) . The term of action involves a very specific behavior, while the response term contains ways which are not exclusively related to behavior, especially the change in attitude or inactivity.
A second useful distinction is offered by the type of entities to which the responses are directed: the public ones (sellers, producers, customer associations or legal action) and the private ones (family, friends, relatives).
Responses have different intensity according to the two dimensions and they can vary from inactivity to legal action, from the simple form of expressing dissatisfaction to getting compensations for their loss.
The disparity of these types of responses may be explained, firstly, by the cause and intensity of dissatisfaction, and, on secondly, by the nature and importance of the service. 
Author
The nature of responses Hirschman (1970) Exit, Voice, Loyalty Day & Landon (1977) Public or private action, the response is not of behavioral nature Valle & Krishnan (1978) Private action, action straight to the producer, legal action, inaction Day (1980 Day ( ,1984 Searching for recovery, claiming, boycott Bearden & Teel (1983) Private response, claiming, contacting consumers' associations, legal action Richins (1987) Forsaking, interpersonal verbal communication, claiming Singh (1988 Singh ( , 1990 Claiming, private response, response addressed to a third party Singh & Pandya (1991) Forsaking, interpersonal verbal communication, claiming, action through a third party Maute & Forrester (1993) Forsaking, claiming, inaction Source: Crié, 2001:47. From the different types of responses to dissatisfaction, some of them are directly concerning the claiming behavior. The first conceptual basis for this post-buying behavior was founded in late 1970s (Day et al., 1981) . Jacoby and Jaccard (1981) are defining it as an action started by individuals who imply the action of communicating something negative about a good or service both to a company or to a third party. Fornell and Wernerfelt (1987) consider that by complaining a client attempts to change an unsatisfactory situation. Singh (1988) suggests that this behavior, activated on an emotional level by the perception of dissatisfaction, is only a part of a general frame for responses to dissatisfaction, comprised of two dimensions. The first, totally or partially based on the actions initiated by the consumer, has a behavioral character, but it doesn't necessarily involve an action towards the organization. The second one refers to the lack of action coming from the customer.
The notion of claiming behavior includes a more general terminology which also involves the notions of protest, communication, recommendation to a third party or even boycott.
.RZDOVNL DUJXHV WKDW FHUWDLQ FRQVXPHUV FODLP QRW RQO\ EHFDXVH RI GLVVDWLVIDFWLRQ EXW they try to get concessions from providers or producers. Hirschman (1970) Renouncement refers to customers' decision of not buying anymore a product or a service, of not buying from a certain retailer or even from the manufacturer.
Addressing is the attempt to require recovery of the situation to a provider or a producer, which can be both written or verbal.
Communicating dissatisfaction to the family members and friends is the negative interpersonal verbal communication, usually presented as a warning for not buying a certain product.
Involving of a third party consists in contacting an external agency to solve the unsatisfying episode. This third party might be a group of customers or a legal representative.
Hueffner and Hunt (1994) mentioned another three claiming behaviors: revenge, avoidance and "grudge-holding".
Revenge is the process where the customer wants to get "even" with the seller. Possible manifestations of revenge may consist in destroying products and equipments, stealing, negative verbal interpersonal communication inside the store, putting products inside the store in inappropriate places. Both envy and avoidance are forms of an extended renouncement. The problem referring to the actual concept of giving up is that it doesn't have attached a temporal frame. Different customers may abandon the provider at different time sequences: some of them may return to buy the product one week after, others will never buy the product again. Renouncement is a short term phenomenon, avoiding is a medium term phenomenon, consisting in a deliberate attempt to "punish" the company. Reluctance is a more extreme phenomenon which can take a long time.
Informal interpersonal verbal communication (it will be also named viral communication, known with the acronym of WOM-"word-of-mouth communication") is one of the strongest forces on the market (Bansal & Voyer, 2000) , having a strong persuasive character and being effective (Bristor, 1990) . It happens because the customers are rely more on informal communication sources and/or personal communication sources, than on formal and organizational sources, in taking the buying decisions.
The relationship between satisfaction and informal interpersonal verbal communication benefits from a substantial theoretical and empirical support in literature (Bitner, 1990; Athanassopoulos, Gounaris & Stathakopoulos, 2001; Ranaweera & Prabhu, 2003; Babin et al., 2005 ).
An unsatisfied customer will have the tendency of claiming, changing the provider or being involved in a negative informal interpersonal communication, (Zeelenberg & Pieters, 2004 the contrary, a satisfied customer will probably buy again the service or he/she will recommend it to others (Athanassopoulos, Gounaris & Stathakopoulos, 2001; Yu & Dean, 2001 ). Athanassopoulos, Gounaris & Stathakopoulos (2001) have noticed that customer's satisfaction with banking services is positively associated with the act of positive informal interpersonal verbal communication. The same result had been obtained by Ranaweera and Prabhu (2003) in the investigation on using fixed dialing residential lines, respectively by Babin et al. (2005) in their study on restoration services customers.
Although the positive relationship between satisfaction and informal interpersonal verbal communication is supported by empirical studies (Richins, 1983; Halstead, 2002; Westbrook, 1987) , respectively the satisfied customers are participating in communicative activities more than unsatisfied ones, there exists theoretical and practical support for an inverse relationship. According to these studies, unsatisfied customers have been participating in such activities more than satisfied ones (Holmes & Lett, 1977; Swan & Oliver, 1989; Zeelenberg & Pieters, 2004) . There are at least three explanations for these contradictory conclusions (Ladhari, 2007) .
First, the researchers have been taking into consideration a variety of aspects for the evaluation of informal interpersonal verbal communication. These aspects include the number of contacts (Anderson, 1998; Halstead, 2002) , the number of persons that have been communicated to (Holmes & Lett, 1977) , the frequency of the discussions to the others (Westbrook, 1987) , the number of persons involved in discussion (Westbrook, 1987) , the number of discussed matters (Westbrook, 1987) , and the probability of discussing with others (Derbaix & Vanhamme, 2003) .
In the second place, numerous factors can encourage or discourage an individual in his/her commitment in many or less viral communication activities. These factors include the wish of warning a friend, neighbor or associate, the wish of reducing cognitive dissonance, the feelings of power and prestige, retention of transmitting bad news, the need of removing doubts about own buying action, the wish of increasing involvement into a desirable group (Harrison-Walker, 2001 ).
Third, financial, psychological, physical or social risks associated to buying actions may increase involvement and, subsequently, may determine increasing commitment in informal interpersonal verbal communication. Hauser, Simester and Wernerfelt (1994) , respectively Anderson and Sullivan (1993) have concluded that there is a negative relationship between the costs of switching the supplier and the customer's sensitivity at different satisfaction levels. Switching costs are very important factors for customers (Wieringa & Verhoef, 2007) and they may be defined as costs involved by the change of a supplier with another one (Heide & Weis, 1995) . These costs may be monetary, non-monetary (time, effort, inconvenience) or emotional (Dick & Basu, 1994 (2004) suggest that customer's loyalty may be generated by customer's satisfaction improvement and the offer of a higher service value, but the unsatisfied customers will have a higher desire of switching the service than satisfied customers (Crosby & Stephens, 1987; Mittal & Lasar, 1998; Rust & Zahoric, 1993) .
When the customers are unsatisfied of the value received in exchange of their money or they perceive an incorrectness of prices, they will develop their intention of switching the supplier (Athanassopoulos, 2000; Bansal, Taylor & James, 2005; Homburg et al., 2005) . On the other hand, satisfaction reduces the temptation to switch the provider (Colgate et al., 2007) and it also increases the chances of being loyal to the respective provider (Burnham, Frels & Mahajan, 2003; Jones, Mothersbaugh & Beatty, 2000) .
Several studies have examined the association between customer satisfaction and service switching. The reasoning behind customers switching behavioural responses has been related to perceptions of quality in the banking industry, overall dissatisfaction in the insurance industry and service encounter failures in the retail industries (Rust & Zahorik, 1993 Investigation of switching behavior has raised the interest of researchers that studied the banking sector (Manrai & Manrai, 2007) . The very competitive banking industry, is concerned with this behavior, because a customer changing a bank reduces its profit and its shares (Clemes, Gan & Zhang, 2010) . Colgate and Hedge (2001) , in a study on bank markets from Australia and New Zeeland, show the reasons for switching providers by the customers and they have ranked them in three main problematic areas for companies: the failure of the service, the prices and the refuse of services. In their study they show that the problems concerning the prices had the greatest impact on the switching behavior. Chakravarty et al. (2004) have examined the role of relationships between customers and their banks in determination with switching behavior. Based on the data gathered about American customers, they have shown that certain variables of the relationship have significantly decreased customers' determination of changing the bank. These variables are the length of relation with the bank, if they had or hadn't problems with the bank before and issues linked to the quality of their relation.
.HDYHQH\ KDV EXLOW WKH ILUVW PRGHO RI VZLWFKLQJ EHKDYLRU
LGHQWifying causal factors and proposing interaction effects among them. The author has identified seven reasons for switching behavior: price, lack of commodity, failure of the basic service, failure of business meeting, competitive matters, ethical matters, involuntary factors. Zeithaml et al. (1996) appreciated the quality of services as being negatively associated to the unfavorable behavioral intentions, as there is the tendency of changing the provider.
The reasons that stand at the basis of behavioral responses after switching the supplier have been linked to the perceptions on quality in the banking industry (Rust & Zahoric, 1993) , to overall satisfaction in the insurance industry (Crosby & Stephens, 1987) and to retailers' failures in offering services .HOOH\ HW DO 0RUHRYHU %LWQHU KDV VWXGLHG WKH effects of time, money, constraints, access to information, lack of credible alternatives, switching costs and habits that can affect loyalty towards the service. Cronin and Taylor (1992) suggest that opportunity, a superior value received for money and availability might improve customer's satisfaction and, subsequently, the behavioral intentions.
Switching barriers are factors that make it difficult for a customer to change service providers , even when customers are not satisfied with the current service provider, customers may still remain with the provider because of potential financial and social loss and/or psychological burden (Fornell, 1992) . Some of the factors that can increase switching barriers are search costs, transaction costs, learning costs, loss of loyal customer discounts, loss of established habits and risk of unknown (Fornell, 1992) . The positive impact of switching barriers on repurchase intention has been confirmed (Colgate & Lang, 2001; , in Liu, 2010 . If switching barriers such as troublesomeness of switching or loss of special treatment are high, customers are likely to stay with the same service provider to avoid potential costs and losses, even if the customers are not satisfied .
Research Methodology

Research hypotheses and proposed research model
Based on literature review, we have developed our own research model and tested the hypotheses formulated regarding the relationships formed between customer satisfaction and behavioral responses to customer satisfaction.
H1: Customer's satisfaction is in a direct relationship with loyalty.
In literature there is evidence that customer's satisfaction is an important predictor of loyalty (Anderson & Sullivan, 1993; Fornell, 1992; Gustafsson, Johnson & Roos, 2005; Liang & Wang, 2004; Mittal & .DPDNXUD 5XVW & Zahorik, 1993 Satisfaction is an important factor in building trust and maintaining a relationship between the seller and buyer (Michell et al., 1998; Odekerken-Schroeder et al., 2000) . In time, satisfaction reinforces the safety perceived towards the organization's services and it contributes to obtaining and developing trust between customers and sellers (Ganesan, 1994; Tax et al., 1998) .
H4: Customer satisfaction is inversely related to complaint behavior.
The analysis lead by Szymanski and Henard (2001) revealed that medium correlation between satisfaction and complaint behavior is -0.34. The complaints appear when "the customers are communicating their discontents in an explicit way to the company or to a third party, as a customer association or a governmental organization" (Zeelenberg & Pieters, 2004, p.449) . The complaint behavior is an action that results from the emotions produced by dissatisfaction in order to reduce frustration, anxiety, tension. The identified researches within literature show an inverse relationship between satisfaction and complaint behavior (Bearden & Teel, 1983; Richins, 1983; Singh, 1988; Westbrook, 1987; Zeelenberg & Pieters, 2004) .
H5: There is a positive direct relationship between satisfaction and the tendency to positive interpersonal verbal communication.
Literature offers enough arguments to support the relationship between satisfaction and positive interpersonal verbal communication (Athanassopoulos et al., 2001; Bitner, 1990; Hartline & Jones; Swan & Oliver, 1989) , while satisfaction, respectively dissatisfaction to a consumption experience are the main antecedents of WOM communication (Anderson, 1998; Bolton & Drew, 1992; Herr et al., 1991; Schlesinger & Heskett, 1991; Wangenheim & Bayon, 2004; Wangenheim & Bayon, 2007 
Research design
The investigated statistic population comprises customers that have had at least one transaction with the providers of goods and services in the last six months.
In order to select the sample, we opted for a non-probability sampling method, the so-called "snowball" sampling, and the sample consists of 511 respondents. We resorted to the respondents' online self-administration of the questionnaire.
The main objective of the statistical data analysis is testing the hypotheses from the research model. Data analysis has involved completion of the following steps: testing the reliability of the used measurement scales, score factors determination, testing the validity of constructs included in the research model, research hypotheses testing. Using factor analysis involved several steps. In the first phase, we checked the opportunity to DSSO\ IDFWRU DQDO\VLV XVLQJ WKH .DLVHU-Meyer-2ONLQ LQGLFDWRU .02 DQG WKH %DUWOHWW WHVW RI sphericity. We considered the use of factor analysis DSSURSULDWH LI WKH .02 FRHIILFLHQW ZDV higher than 0.7and in the case of Bartlett sphericity test, we considered opportune the use of factorial analysis if the test signification level was under 0.05.
In the second stage we conducted exploratory factor analysis for each construct in the research model. We studied load factor for each item, retaining only factors with higher load factor of 0.5. In the third stage we conducted a confirmatory factor analysis for each construct considering only previously retained items, each construct was examined using "eigenvalue" and total variance explained.
To test the validity of research constructs included in the model we determined the convergent validity and divergent validity.
We used the Pearson linear correlation coefficient as a statistical tool for analyzing the correlations between the items. To study the discriminant validity, we considered the linear Pearson correlation coefficient. In the factor analysis, we used the method of extracting principal component analysis factors, oblimin rotation method (to get correlated factors, where we have obtained more than one latent factor) and the criterion used to extract factors was .DLVHU FULWHULRQ HLJHQYDOXH! DV VXJJHVWHG E\ &RVWHOOR & Osborne, 2005) .Thus, we have ensured the convergent validity of the constructs, as items retained show a high correlation with the factors they compose. All variables retained in the analysis fulfill the discriminant convergence criteria.
To test research hypotheses we used linear regression function, calculating the level of significance, the value of non-standardized regression coefficient function, the correlation coefficient (R) and the determination coefficient (R2).
Research hypotheses testing was performed using SPSS, technical and statistical tools used differ according to the type and nature of the relationship between these variables referred to by the hypothesis.
We studied the effects of moderators by comparing the regression function parameters in two situations: (1) when we considered only the antecedent variable and (2) when we also considered the antecedent and moderates variable. If antecedent variable parameter varies from one case to another, and the moderator in turn exerts a statistically significant effect on the dependent variable, we considered that we have identified a moderator effect.
In order to study the moderator effects, we have created a new variable, as an algebraic product between antecedent and moderator. In the linear regression, we considered as independent variables (1) the antecedent, (2) the moderator and (3) the calculated algebraic product. We have considered that a moderator effect exists if the (3) factor exerts a significant effect on the dependent variables.
For all regression functions determined, we appreciated the predictive power through correlation (R) and determination (R²) coefficients. To study the intensity of the independent variable influence on the dependent variable, we reported to the standardized coefficient of the determinant regression function (Beta). 
Research Results and Discussion
H1: Customer's satisfaction is in a direct relationship with loyalty.
H1 hypothesis is confirmed as the two variables are correlated, as shown by the correlation coefficient (R = 0.553), and WKH OLQN EHWZHHQ WKHP LV SRVLWLYH DQG VWDWLVWLFDOO\ VLJQLILFDQW ơ 0.553, p = 0.000). In addition, on the basis of the determination coefficient of 0.306, we can say that 30.6% of the variance in customer loyalty variable is generated by the variable variance of overall satisfaction with the services of the bank. 
H2: Overall satisfaction with the bank's services is in a direct relationship with the customer's trust.
H2 hypothesis is confirmed because the link between the two variables involves a statistically VLJQLILFDQW FRUUHODWLRQ VLJQLILFDQW OHYHO YDOXH EHLQJ $OVR WKH FRHIILFLHQW ơ VWDQGDUGL]HG regression function is 0.601. The value of this coefficient is higher than 0, which indicates that the bond between the two constructs is positive. In other words, with increasing overall satisfaction level with the services of the bank consumer trust increases as well. Based on other coefficients, we can draw two conclusions. First, between the two variables there is a correlation (R=0.601). Second, 36.1% of the variance in the dependent variable is generated by the independent variable variance (R 2 =0.361).
H3: Customer's trust moderates the relationship between overall satisfaction with the bank's services and customer loyalty.
Based on the results presented in the above table, we may say that hypothesis no. 3 is confirmed, customer's trust being one of the moderator variables of the relationship between overall satisfaction with the bank's services and customer loyalty. We can observe that the dLUHFW UHODWLRQVKLS EHWZHHQ EDQN VHUYLFHV DQG FXVWRPHU·V OR\DOW\ LV VWDWLVWLFDOO\ VLJQLILFDQW ơ 0.553, p=0.000). Also, between satisfaction and trust there is a positive and significant relation, VWDWLVWLFDOO\ ơ S DQG EHWZHHQ WUXVW DQG OR\alty there also exists a statistically VLJQLILFDQW DQG SRVLWLYH OLQN ơ S When the multiple regression variable consumer trust is introduced, the effect of overall satisfaction with the services of the bank on consumer loyalty has a lower intensity and it becomes VWDWLVWLFDOO\ LQVLJQLILFDQW ơ S 0.147). This result shows that the relationship between overall satisfaction with the services of the bank and customer loyalty is moderated by consumer trust.
H4: Overall satisfaction with the bank's services is reversely related to complaining behavior.
Following the results obtained in earlier stages of the process of statistical analysis, this assumption is split into three hypotheses.
The research hypotheses 4a, 4b and 4c aim to analyze the link between overall satisfaction with the services of the bank and the three dimensions of complaining behavior (complaints addressed publicly to the bank, public complaints addressed to third parties and also private complaints). The following are the results gained from testing these three hypotheses. H4a: Overall satisfaction with the bank's services is reversely related to public complaints addressed to the bank From the table above we can observe that hypothesis no. 4a is rejected. Although the two constructs are correlated(R=0.071) and 0.5% from the variation of dependent variable is generated by the independent variable (R 2 =0.005), the link between overall satisfaction with the bank's services and public complaints addressed to the bank is statistically insignificant (p=0.153).
H4b: Overall satisfaction with the bank's services is reversely related to public complaints addressed to third parties.
From the table above we can observe that hypothesis no. 4b is rejected. Although the two variables are connected, a fact revealed by the value of correlation coefficient (R=0.288), the link between overall satisfaction with the bank's services and public complaints addressed to WKLUG SDUWLHV LV VWDWLVWLFDOO\ VLJQLILFDQW DQG SRVLWLYH ơ S Another conclusion coming from the results presented in the table above is that only 8.1% from the variation of dependent variable is generated by the variation of the independent variable (R 2 =0.081).
Hypothesis no. 4c: Overall satisfaction with the bank's services is reversely related to private complaints.
H 4c checks the relationship between overall satisfaction with the bank's services and private complaints. Hypothesis no. 4c is confirmed, because the relationship between the two variables involves a statistically significant correlation, the value of the significance level being 0.020. $OVR WKH YDOXH RI UHJUHVVLRQ IXQFWLRQ VWDQGDUGL]HG FRHIILFLHQW ơ LV -0.115. The value of this coefficient is inferior to zero, which shows us that the link between the two constructs is negative.
So, increasing the level of overall satisfaction with the bank's services, decreases the level of private complaints. We may state two conclusions. First, between the two variables there is a correlation (R=0.115). Second, only 1.3% of the variation of dependent variable is generated by the variation of independent variable (R 2 =0.013).
H5: Overall satisfaction with the bank's services is in a direct relationship with informal interpersonal verbal communication (WOM).
We may conclude that hypothesis no. 5 is confirmed. Specifically, between the two variables there is a correlation (R=0.515), and 26.5% of the variation of dependent variable is generated by the independent variable (R 2 =0.265). Moreover, analyzing the value of the standardized coefficient of the regression function ơ DQG WKH YDOXH RI VLJQLILFDQFH OHYHO S ZH FDQ FRQFOXGH WKDW WKH UHODWLRQVKLS between overall satisfaction with the bank's services and WOM is statistically positive and significant. Thus, increasing the level of overall satisfaction with the bank's services also increases the level of WOM and vice-versa.
H6: Overall satisfaction with the bank's services is reversely related to the switching bank behavior.
We may observe that hypothesis no. 6 is confirmed because the two variables are correlated, which is revealed by the correlation coefficient value (R=0.238), the link between them is statisticalO\ QHJDWLYH DQG VLJQLILFDQW ơ -0,238, p=0,000). Moreover, based on the determination coefficient value of 0.057, we may state that 5.7% from the variation of switching bank behavior variable is generated by overall satisfaction with the bank's services.
H7: Switching bank costs moderate the relationship between overall satisfaction with the bank's services and switching behavior.
To test this hypothesis we created a new variable called moderator effect of switching bank costs. This new variable represents the algebraic product between antecedent variable (overall satisfaction with the services of the bank) and the moderator variable (switching costs).
In the above table we may observe that hypothesis no. 7 is rejected because between the new created variable (the moderator effect of switching bank costs) and the dependent variable (switching bank behavior) there is no statistically significant link (p=0.248). First, the antecedent variable (overall satisfaction with the services of the bank) exerts a statistically VLJQLILFDQW DQG QHJDWLYH LQIOXHQFH RQ VZLWFKLQJ EDQN EHKDYLRU ơ -0.240, p=0.000). Second, between the moderator variable (switching bank costs) and dependent variable (switching bank behavior) there is a statistically insignificant link (p=0.737).
Research Conclusions and Limitations
The present research confirmed that overall satisfaction with bank services has a direct and significant impact on customer loyalty. This conclusion also emerged from the results of other previous studies. For example, Liang and Wang (2004) have shown that behavior al loyalty manifests when satisfaction, customer trust and customer commitment improve. In the Malaysian banking sector, Ndubisi, Malhotra and Wah (2009) have shown that customer satisfaction explained 50% of variance in customer loyalty.
The results obtained in this research suggest that banks, in order to have loyal customers should focus on aspects that help achieve a high level of satisfaction, but also on variables that determine a high level of trust among its customers. Overall satisfaction with the bank's services is of great importance because increasing its level will also increase consumer trust in the banking services provider. In turn, this will lead to a high level of customer loyalty towards the bank. This conclusion is also confirmed by other authors that show that in the case of lasting customer-provider relations, consumer trust is a better predictor of behavioral intentions than the customer's overall satisfaction (Garbarino & Johnson, 1999) .
Overall satisfaction with the bank's services is in a direct and positive relationship with the informal interpersonal verbal communication (WOM). This result is consistent with previous results research (Anderson, 1998; Bolton & Drew, 1992; Herr et al., 1991; Wangenheim & Bayon, 2004; Wangenheim & Bayon, 2007) . For example, Anderson (1998) showed that customers with a higher level of satisfaction engage to a greater extent in positive informal interpersonal verbal communication, recommending products from the company where they are customers. Moreover, empirical studies conducted by Wangenheim and Bayon (2007) in the business-to-business and business-to-consumer context, revealed that there is a direct and positive relationship between customer satisfaction and positive informal interpersonal verbal communication.
The conducted research revealed that overall satisfaction with the services of the bank is inversely related to the bank switching behavior. This is similar to results obtained by other researchers in their studies. Thus, the study by Athanassopoulos (2000) in the banking sector in Greece, showed that there is a negative relationship between customer satisfaction and the bank switching behavior. The same result was obtained by Manrai and Manrai (2007) that assessed satisfaction with the services of the bank based on six attributes. The outcome of the authors reveals that each of these attributes is negatively correlated with the bank switching behavior.
Within this paper we were unable to validate the hypothesis according to which the relationship between overall satisfaction with the services of the bank and the bank switching behavior is moderated by bank switching costs, even if previous research confirmed this hypothesis (Colgate et. al. 2007; Athanassopoulos et. al., 2001; Manrai & Manrai, 2007) . A possible explanation for the result obtained by us may be the nature of the considered moderator variable. According to Colgate et. al. (2007) , when analyzing the reasons why a consumer decides to remain customer or give up the products of an organization we should take into consideration not only negative reasons behind this decision but also positive ones.
In our research, we approached complaint behavior as a three-dimensional construct that includes the following dimensions: public complaints addressed to the bank, public complaints addressed to third parties and private complaints. Our results are consistent with those of Day and Landon (1977, in Bearden & Teela, 1983) and Singh (1988 25 25 Pieters (2004) considered complaint behavior as a one-dimensional construct and showed that satisfaction has a negative effect on complaint behavior. Once the level of customer satisfaction increases,the customer's intention to make complaints about the provider's offerings diminishes. Even if Zeelenberg and Pieters (2004) considered complaint behavior as a onedimensional construct, they operationalized the construct based on four items reflecting its three dimensions that we approached individually in relation to overall satisfaction with the bank's services. Another study that confirms the negative relationship between satisfaction and complaint behavior was conducted by Bearden and Teela (1983) in the business-to-consumer context.
The results of this research prove that satisfaction is in a positive or a negative relationship with different types of answers from the customers within the banking sector: loyalty, trust, complain tendency, viral communication, the intention of switching the bank services provider. The existence of these relationships has strategic and tactical implications for marketing and customer relationship management: integrated marketing communication, management of complaints, carrying out activities that lead to greater trust between partners, providing benefits to attenuate the intention of switching the bank in case of dissatisfaction.
The limitations of this research are given, first of all, by the fact that sampling has been carried out through an empiric, non-probabilistic method. Secondly, online questionnaire administration has influenced the quality of responses, having no possibility to explain some terms that may not have been correctly understood by respondents: costs of switching, switching intention. Thirdly, this research would have been more relevant if other moderator variables had been taken into consideration for the relationship between satisfaction and its behavioral consequences: personal communication polarity, positive or negative; customer characteristics and overall attitude towards the banking sector.
